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"WE PLAYED MONOPOLY" 


At one stage in the past: it was only possible for the Paris jewel 1ry 
house Cartier to save iits-elf from absolute ruin by shedding its 
former "suppliers-to-the-court" v/ay of thiinking. However, now the 
powerful forced selliing of a> colourful palette of prestige products is 
again endangering 1 the quality of the Cartiier name. An atmosphere of 
glamour and chiichi is threatening to undermine the desired whiff of 
exclusivity. Marketing concepts aimed to correct this have to date 
not materialisedL 


A■monarch’ such as Louis YTY and a mistress such as Madame de Pompadour 
would! have been del i ghtedi. Tlhe Orangerie of the magniif icent castle in 
Versa ill hes sihov/ed itself for one night in the pomp of former days. 

For the entertainment of his 55D hand-picked guests - from singer 
Dali da to racing driver Jacky Ickx - the host presented a colourful 
combination of acoustic:, viisual and culiinary delights. Bairock tones 
mingled together with psychedelic sound pictures. Fireworks, liazer 
beams and clouds of driied ice: accompanied the performance of a 
lb-piece ballet group. France's demonstration cooks Paul Gocuse: and 
Gaston LeNbtre took care of. the physical well-being oF the guests in 
the 1,350 sqpare metre large hot-house marquee. 

Invitations to the "experience of the year' 1 were issued by the house of 
Cartier, or better said by the top-management-paiir Nathalie Hocq and 
Ahaim Dominique Perrin. The reason for their 1 million dblTar Gala: 
the premiere of one of the 1 flieetingn innovations of their "mini multi - 
house", the Cartiier World S.A. This Pairiis. manufacturer of luxury goodk 
presented its, first perfumes, brought onto the market as part of the widely 
spanned seriies of products namedl "Les must de Cartier". 
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The essences, of ambergis ,, bercarnotte, jasmin , tibet-musk, narcissus, 
forest oak moss, and other ingredients; which have been blended to: suite 
the taste of both men aind women are aimed to conquer new ground for the 
jewel Try concern founded in 1347 by Loius Francois Cartier. 

The exclusively designed perfume containers represent the final link 
for the time being in a chain of products whiichi initially commenced with 
diadems and minor odiums for priincely houses and royal courts. Today 
this stagnating business Time brings in barely 22% of the annual revenue 
of 256 million rib Hairs:. 

Almost half (48%)' of this revenue is gained through the sale of watches 
and clocks. Cigarette lighters and! writing tools bring 11%, leather 
goods around 10%. The remaining 9% are achieved through the sales of 
various articles, sold to the customer seeking a prestige item;. 

“We create the antiques of tomorrow' 1 , explains, 31-year old Nathalie 
Rocq, Cartier boss, who has got to grips with the expansion of the variety 
of available articles, having taken i over from; her father Robert Hbcq. 

This move has proved absolutey essential. If Kocq had not decided to 
look elsewhere for business, sources the name of Cartier would perhaps: 
now, merely be a catalogue poster sold at an, auction in Sotheby's or 
Christie's. Thiis house woven within the web: of "exclusivity'' which was 
founded in the: first half of this century faced ruin at the beginning of 
the 1970's. 

The successors to Louis Cartier,, supplier to the royal court, who died 
in 1942, had rested too liong on the laurels of the fane they had inherited! 
as being "jewelHer to the King, as King of the jev/eflers". Blinded by 
thiis. quote from Edward WT - who was King of England and: Emperor of India 
from 1901 to 1910 - they overlboked the fact that their customers v.'ere 
gradually becoming rare., 

The ever-diminishing number of orders, spread over the customer iindex 
consisting barely of a few thousand names, were shared between the three 
rival dirtier Mouses in Paris, London and New York following: the Second 
Wo r 1 Id I War. The unprofessional management did! not understand how 1 money 
could! be earned from,the watches and other useful articles which had 
been created! by Louis Cartier. 
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Not until Hocq,, former vegetable dealer and! manufacturer of cigarette 
lighters, arrived did a fresh breeze: blow, through the cold and! dusty 
splendour. The business main was looking for a luxury version of his 
Silver-match cigarette lighter, and in 1969 entered business with Cartier. 
Initially he only took over the license, then after three years he took 
over the whole premises in 113:, rue db la Paiix for 14! million dollars. 
Financial backing was provided by stone financiers: such: as the banks 
Paribas and Rothschilds. 

The: long-establ ished jewel lers in the place Vendoine were shocked! by the 
change iin hands of ownerhsip. Their Speaker attempted to remind the 
"foreigner" 1 in the trade of his duty, "Yoiui have married an honourable 
old lady. Show yourself to her with dignity". Hocq remained unimpressed 
and! replied, "I have more the impression that I have just married a 
corpse". 

Despite all warmings the self-made man began: to make a clean-sweep. His 
guiding motto was "We shall in the future not be producing 1 for the masses, 
but at leastfor the bourgeoisie". 

The 140 goldsmiths,, who had for years been; waiting iin the backroom in 
vain for worthwhile orders, were cleared up, and instead Hocq looked for 
young people who could give the old lady Cartier a face-lift:. He also took 
on the firmer Ferraris-driver Daniel! Gueorguievsky (3:6) as Marketing 
Consultant, and even persuaded; him to take on a permanent position. 

Tlhe self-confident jewel!!ry salesman Alain Perrin (39) enjoyed iin 
particular the special confidence of the old Hocq, and the boss trained 
him step-by-step as h1 is successor. Also his daughter Nathalie, who at the 
age of 118 was still interested! in opening 1 an art gallery, was brought into 
the concern. Her major task-was. to become acquainted! wi th the jewellry 
business, them later she took over the responsibility for Design and Public 
Relations of the Cartier family, consisting of almost 1,000 persons. 

The young team enjoyed a lot of leeway under the guidance of Hocq,, 

"In those days we planed monopoly", recall Perrin and Gueorguievsky 
today when looking back on their apprentice years. In order to obtain, a 
feeling and understanding for economic: requirements,: they had to issue 
ficticious cheques iinternally, for any work completed by another department. 
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lin order to promote the team spirit midday jogging took place in the 
Tui 1 eriem Gardens . 

These "childisb pranks" (Nathalie Hocq) were put to an end at the latest 
on December 7th, 1979. Her 62-yeair old father was knocked down and killed 
by a car as he left the office. Now Perrin and Nathalie (;"we are just like 
brother and sister*') had to prove that they were worthy to take over the 
Testament that they had inherited. 

On first sight at least the inheritance: looked, relatively attractive: 
the head of the business had re-united the three Cartier concerns, in 
Paris, London and Mew York, and had! sorted out the question of ownership 
in a very thorough manner. Hocq guaranteed his, family a marginal majority 
of the: business capital. Most of the rest of the capital v.*as allotted to 
a> powerful business man, who was most concerned: that his anoniimity should 
be maintained. 

The managers of the concern are not keen to talk about the name of this 
shareholder. Perrin and Hocq state unanimously, "Cur shareholders do not 
wish to be named". Even the 1 suspicions held! by the competition are rather 
vague. Anthony A. Greener, Managing Director of the London noble-company 
Dun Hi 11 states that "a South African shareholder*' probably stands behind 
the Cartier concern. 

However, in London's Duke Street one must surely b:e better informed on 
this point. The reason being that Dunhi 11 aind Cartier have the same 
shareholder - carefully disguised - : Anton E. Rupert (65), tobacco 
manufacturer fromi South Africa' (Rothmans, Brinkman) who holds 50,6% 
of the Dunhi 111 capital and! a, large proportion of the Cartier shares.. 

In order to conceal these details about ownership, Cartier mandates 
are handled by French banks. 

The two Presidents Directeurs Generaux (POG) much prefer to talk about 
the organisation and direction of the traditional! French company,. 

Daughter Hocq ("Just call me Nathalie") and Perriin: have shared out their 
work load according to: talient and inclination. Perrin, Hocq's foster-son, 
took care initially of the Profit Centre of Les must; Nathalie took on 
the more tradi tional jewel 1 ry section, of whiich Perrin states , "Not the 
best in terms of profit, but we are still number one". 

As of this Autumn the dynamic Perrin has taken over the responsibility 
for the operational siidh of both businesses. The attractive Hocq-daughter 
(Paris Match: "The most beautiful boss in the: world") , invests good! taste 
and charm into the product development and publicity. 
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Ulocqe-crony'Joseph Kanoui, official-Chairman-, of the Board, is responsible 
for guiding financial and legal queries from Geneva. "However, the 
hierarchy between the three of us is not taken as strictly as in some 
other concerns", state Perrin and Nathalie:. Along the: way Kanoui 
(Nathalie,, "My- spiritual father") 1 has taught Nathalie the difference 
between assets and Inabilities - with success. 

The profit and loss balance of the concern which operates in the tough 
1uxury goods market is in good order, revenue figures which increase on 
average by, 30 to 40% and returns of 10+ % add to this most impressively. 

At the same time, however, there are also a couple of blind! spots. More 
than almost any other concern, Cartier demonstrates the limits and the 
dangers of market ling prestige products. 

In its product policy Cartier commenced a flight on various fronts, 
which threatens at the same time the Toad-capacity of the name. 

The Paris management is having increasing difficulty in their inter¬ 
national working cooperation within the trade. 

Target groups and the actual circle of customers are very wide apart 
at present, which is detrimental to the; overall image. 

The origin of the Cartier ideas 

The fact that Cartier enjoyed such speedy success, in the '70s was indeed 
helped considerably by the iidbas of Louis Cartier. In his sketch book,, 
which has long since been forgotten, there: were a number of timeless and 
beautiful creations and suggestions for useful articles for the upper-life 
style. As Gueorguievsky states, "The source of our ideas". 

Ho:cq and his young team were enthusiastic, "These are articles which' any 
man who' thinks highly of himself just has to have". A suitable French- 
English slogan was also soon found: "lies must de Cartier". The: variety 
of productswhich covers at least 500 article, ranges iin the meantime 
from Eau de Toilette for 180 DM to a ring! for 1 ,000 DM and further to a 
watch studded with diamonds for 30,000 DML 

The management of Cartier was particularly hopeful regarding the Chronometer 
Model's Santos and Tiank, whichi were called the "Genie of Louis, Cartier", 
created in 1904 and 1917 for his pilot 1 friend Santos Dumont and in honour 
of the American tank troops. In taking on this industrial project, 

Koeq &Co. did not of course choose the rather risky path of producing the 
items themselves, but rather placed the Swiss watch manufacturer Ebel, 
who was having financial difficulties,: under contract. 
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With models in steel, platinum, and! gold for prices from between 
2,900 and! 5,000 DM this article managed to : ruin the business of any 
sleepy, watchmaker ini and around Geneva. 

In the meantime- the watch range hais been built up to around 40 different 
models, with an annual output of 250,000 items. "That's the second most 
dynamic brand' 1 , this is the compliment paid to the sale of Cartier watches 
by Helllimut Wempe, maker of fine watches and jeweller in Hamburg. 

The owner of the well-known jewel Try chain does however think more of 
the hontres Rolex: S.A. in Geneva. Their best seller, the Rotex Oyster, 
has established itself on the market almost unchanged over the years, 
and enables the Swiss' to: maintain the most successful monopoly on the 
watchimarket to dbte. 

Such one-sided concentration on one particular product does not however 
compare with the "series" way-of-thinking, the expansion and I the diversif¬ 
ication planning of the House of Cartier. 

A closely linked point to progress to: the development of the cigarette 
lighter business. Here the specialist Hoc:q used! the two entwined C's 
even; before his cooperation with the House of Cartier. However, with 
their 270,000 cigarette lighters with the typical oval-form, Cartier did 
not manage any better than third place. Ini the declining area of luxury 
products, the concern S.T!. Dupont Orfevres a Paris - an acquisition of 
the Gillette Company - traditionally has the advantage 1 with an annual 
turnover of 335,,000: cigarette lighters. Also the Dunhilil concern, with 
its traditional tobacco- and pipe products, which is well-informed on 
the tastes and wishes of the smoker, ranks well! ahead of Cartier. However, 
the Cartier management began to realise quite soon that taking steps 
into new markets costs initially a premium. 

The attempt to remain at the top of the pile with ball! point and 
fountain pens was a flop., Tiheir local rival Dupont had! in 1973 - three 
years before 1 the introduction of the Cairtier-Must - already created 
a name and a market here., The British competitor Dunhi11 also ensured 
its own market with its own brands, and above all with the braind Montblane ,, 
which was taken over by Dunhi11 (slogan: "Masters in the Art of Writing")., 
On top of all this, the Cartier management stumbled over the philosophy 
of maintaining high quality products in their attempts to catch up. 

The first fountain pens on: the market did not write well, and had toi 
be removed fronn sale. 
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The advocates of! Tes Must found it even more difficult to link the rest 
of their products, which followed in rapid succession!, to the progress 
beingimade by their watch programme., Bordeau leather goods (Nathalie, 

"They all thought we were mad"), compete on the high-price scale with 
luggage and i wallets from well-known manufacturers such as; Vu lit ton,. 

Bernes and Gucci ,, on the lower-price scale with. Etienne A'igner, Mkdller 
aind Goldpfeil. Almost inevitably- the sales figures remained far below 
the actual figures aniticipated. 

The other accessories Cartier produce for men and women merely run 
alongside, so-to-spea:k,, anyway. Silk scarves, cuff links, note clips and 
similar personal articles can be seen at the most as borderline items 
ini the les-Must range, in comparison with watches and rins, for example,, 
which provide better covering costs. 

Perrin and Nathalie dared to venture into completely unknown territory 
t hi is Summer with their crystal and silver collection "Arts de la Table", 
however, a salt shaker for 350DN, an ice spoon for 500 DM or a caviar 
dish for 2,100 DM must first of all earn their place on the table. 
Considering; the unpredictable future of a large number of the les; Must 
products, the concern, which manufactures such a wide variety of items, 
hopes to land a big coup for the ‘80s with their Eau de Toilette and; 
Perfume. 

Not being able to cast a quick look into the sketch book which was so often 
consulted in the past, the creation of the perfume lasted five years 
and cost 6 million dollars. Most important for sale here should be: the 
refill bottles can only be placed into; the original! flaeons which are 
produced in gold, silver, steel and patent leather. In the "atomised"* 
market of expensive perfumes - where a 10 million dollar revenue represents 
success - the ambitious top pair wish to set their standards. Nathalie 
lias im mind a 30-wi 1 lion-dolllar-revoriue as a near target. 

However, certain legal difficulties, at least: in this country (li. Germany) 
stand in the way of this sales enthusiasm;. The perfume house 4711 in 
Cologne is claiming its legal rights for the Ecarte brand. The patent 
office in Munich' states that the names; Cartier and Ecarte could be 
confused with one another. 

Such skirmishes, however, probably do not bother the inheritors to Cartier 
in. Paris oni their expansion course as much:as the somewhat overburdened 
capacity of their name. As the Marketing Adviser Bodo Rieger of Frankfurt 
states, "They milk, their own brand to its absolute limit". As he further 
prophesies, "in 5 years the name will be obsolete". 
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Perrin and Nathalie do net see the situation as being quite so dramatic. 
Nevertheless, they do seem to recognise the danger they face. For the 
coming year they, have decided only to bring: out spectacles as a new product 
in their palette, siimillarly to the company DunhiilII. “Otherwise w,e: do not 
intend to introduce any new■ articles H , states the Top-Manageress. 

The management-pair is however considering how they can protect their 
product agaiinst even more erosion. 

Cartier believes that they can rely on the quality of their articles, 
the production of which iis, strictly controllled in the majority of cases - 
only the cigarette lighters are produced in an external factory. Perrin 
is not very enthusiastic: about the distribution of licenses, which is 
usual in this field, as for example in the case of Dior and Cairdini, 

“A licensee would squeeze our products; like a lemon and then throw theni 
away 11 . 

An exception to the ru1 le: here is the Cartier cigarette produced by the 
Rupert tobacco concern Rothmans. However, this les-Must-de-Cartier product 
is rnore^a result of a romance between Nathalie, Hocq-daughter, andl 
Rupert-son Johann, rather than due to revenue-thinkino:; on the German 
market, for example, the Cartier cigarette does not sell more than one 
million per month. Regular customers incllude: so-cal lied “Bi-girls". 

In order to maintain name and! niimbus at a hiigh standard, an additional 
new luxury line was created last Summer, whiichi lies between the traditional! 
jewellry and the les Must articles. A spectacle took: place which almost 
rivalled with the Versailles-show, in the middle of the Pari sien jewellry 
centre place Vendome - a spectacle put on for the "Collection S'" - "S" 
as in sapphire, success, soiiree or in Sylvie, as in Sylvie du Laurent, 
who is Nathalie's favourite assistant. However, these most expensive and! 
costly evening aceessoires im Art-Deco design, 90% of which are made by 
hand, bring; only 5% of the annual revenue. “More than 14 to 15% is not 
aimed for with these products", states Perrin. 

Just as energetic as the concern is in protecting the name of Cartier against 
any loss iin, prestige through any fault of its own, it is also concerned 
to protect the brand: against imitation. 

Perrin, “That alone takes up a third of my time". 

Almost four dozen detectives and! a' whole team of lawyers and attornies 
are active worldwide in tracing any low standard copies, and imitations, 
which might be put together in the back-yards of Naples,, Hongkong or 
Mexico City. 
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l!ni the middle of October of this year (1981) for example steamrollers 
destroyed 4,000 Cartier fakes in Los Atmelies, which had been produced 
in, Italjy and were aimed for the American market. Following a ten-year 
battle the Paris management also managed to stop a Mexican organisation, 
name's- “Cartier" which had exploited the latent trade mark rights and were 
running 14 Cartier shops. 

One of the favourite models of the plagiarists; around the world is the 
“Tank" watch. Both original and imiiatiom are traded as "Cartier watches" - 
of course at different prices. Tlhe most: important distinction-: in the 
cas-e. of the fake: watches the name "Cartier 11 is not imprinted on the number 
7 of the watchrface. As the temperamental Cartier President states,: 

"The only ones who have not copied us are Rollex" 1 . 

However, Perrin does see the positive side tod, "If no one copies me, 
then I get nervous, as that means that our products are no longer any 
good"'. 

S ales methods are becoming i ncreasinely difficult 
The manufacturer can barely 1ive from the 80 mi 1 Hi on dollar revenue 
achieved through the 16 Cartier Houses situated in places of international 
prestige from Monte Carlo to Munich and from the;71 boutiques - partly 
franchise, partly self-owned. The Targe slice of the: business must be 
obtained worldwide from at least 5,000 licensees. 

Weighing; up the success geographically, this “glamour" business flourishes 
best in the Roman Catholiic countries such as France, Italy and Spain.' 

Sales are good also in Latin-American states such as Argentina and Brasil, 
but Perrin is not keen to undertake longr-termi investment here due to the 
unbalanced political situation. He is also put off by the revolutions 
and! civil wars in Iran aind Irak, and does not intend for the moment to 
risk going into business with the wealthy and aesthetic Arabian oil states. 
Perrin, "They are shepherds who run scared as soon as they hear a gunshot". 

Perrin views the future business markets as being above all the U.S.A., 
the Far East and the BRD, which has been neglected far too long. In the 
metropol Kew, York Cartier enjoys a good reputation together with the 
jewel 1ry house Tiffany's, which has in the meantime been taken over by 
Avon Cosmetics Inc. Cartier is also preparing to introduce Parisien good 
taste toi Americans im: the provincial areas. 

The ex-Germany boss Gueorguiievsky, who has just been transferred from the 
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. German branch in Cologne to Hongkong, observes an absolutely "fantastic 
Cartier-boom" in the Fair East. By the end of 1982 another 10 boutiques 
should be added to the 13 which have been set up to date in Japan, 

Hongkong, Singapore and Australia. 

The two Cartier-own shops in Munich and Dusseldorf and the two boutiques 
in Colbgrie and Stuttgart, which were only recently opened, have fulfilled 
theiir quota. Together with the approx. 400 German Hicensees they solid 
Cartier products for 401 mi l lion DM in 1980. Despi te the fast doubl ing in 
revenue figures, this market still worries the French team,, who are used! 
to success, considerably,. Perrin., "Distribution over there is a nightmare 
for me - an absolute catastrophel 1 ". 

In contrast to the market at home,, where luxury boutiques offer a cross- 
1 section of Cartier products for sale, Perriin ,! s safes team must go separate 

ways on the other side of the Rheini. Tlhe splintered variety, of available 
articles - from suitcases to ball point pens: to candle stick holders - 
forces Cartier to go to dealers, for whom lies Must de Cartier need not 
necessarily be an absolute "must". 

h’Ocq senior and his team realised even in, the case of the Cartier watches 
that they were not alone in their market. Wit a 76;% trading spam: + VAT 
the Newcomer therefore offeredl considerably moire than its established 
competitors with their 68%:., 

As an added stimulus the product has typically French trademarks. The 
delivery agent Tikes therefore to speed up business transactions by 
enhancing discussions concerning collectioni and conditions with champagne 
* ( amd pretty girls, which do not always have very much to db with the 

. business. 

This type of sales promotion is not afvays welcome., Cartier-customer Wbmpe, 
for example, decided, "We shall! see one another agaiin tomorrow, morning at 
9 o'clock for coffee. But then I want to see the computer runs". 

The Pairiis concern has tO' work out particular business deals with Wempe 
(iperriin, "He is the world's most pwerful dealer") 1 . The jeweHer with his 
13 branchies from Nuremburg to New York has his own ideas regarding the 
Cartier products available ini his shops. 
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In the course of tough negotiations Wempe arranged for the: famous 
3-piece Cartier riing "trois anneaux" to be sold iim his branches. Formerly 
thiis ring was sold exclusively 1 in Cartier shops and boutiques, l-lempe to' 

Perriini, “I can't say to my customers that if they wish to purchase that 
ring, then they must go to a Cartier shop, or buy a less expensive 
invitation'". 

Perrin Has no difficulty in making allowances to strong customers such,as 
V/empe. In this case he can at least be sure that the price level I dictated 
by Paris; will not be undermined. In 1 other cases, however, Perrin's parole 
"We must never lower our prices" occasionally fails. Even the British 
royal supplier H^irrods in London allowed a 25% discount on les Must 
this Summer. Not to mention the authorised trade in Hongkong and similar 
trading, areas, where not only the traveller is able to make his purchase 
^ at reasonable rates. Customers of the store Horten, , for example, can allso 

benefit in this way. Although they do not have a Cartier license, Horten 
has used the world-famous, name to date for its own profit, and offers the 
Cartier bestseller Santos; 30 G Bn lower than the actual! 2,900 DM Cartier 
price;. Gueorguievsky, "I don't like that at all". 

Plans, are being made to get to grips with distribution and, prices worldwide. 
However, to date only- the basic recipe has been found: further expansion 
of the boutique network and regrouping of the licensees. 

Target groups and the actual circle of customers are not identical 
Two further factors; do finally and iin the long-run dbcide the ups-and-downs 
of a widely-spread international prestige brand such as Cartier : Are 
( target, groups and customers identical? Is the "should be" and the "is" 

image the same? 

Manager Perrin sees ideally men Tike himself and 1 their wives or girlfriends 
as being the ideal customers : the: young economic elite with purchasing 
power. His partner Nathalie thinks in a different category. Heir dream pair 
would be Alain Delon and Princess Caroline of Monaco. PP-boss Nathalie, 
"Cartier is a 1 symbol for prestiige and good taste". 

The liist of persons who own a Cartier watch ranges from professional widow 
Jackie Onassis to entertainer Sammy Davis junior. One of Nathalie's favourite 
customers is the author Truman Capote, who owns a total of seven' Cartier 
watches,. Buyers such as Consul Mans Hermann, Weyer, who deals in titles,, 
are also most welcome. IJeyer consoles discarded girlfriends over the lonely 
hours without him with Cartier-chronometers,. 
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The Cartier-party-spectacles in Versa il lies or the place Vend Dine, where 
Nathalie likes to be seen withi honorary guests such as actor Omar Sharif 
or shipping magnate Stavros Niarchos, flit into this category. 

These jet-set clients do of course only purchase articles at the top end 
of the price scale, and serve perhaps also as guiding figures. 

For the more marketable majority of the products: available the advertising 
agency TBl/A im; Frankfurt states that baisiic clientele are less exclusive, 
“Sales girls in very chic boutiques, hairdressers and dubious sorts". 

The rift between target groups and customers in towns with a flourishing, 
night-life appears to be particularly large. "Tlhe morning after" pimps 
appear to be the best cash-payingcustomers for Cartier products in 
jewel Try shops. However, in the case of watches, the underground, very 
much aware of the quality of products, tends to prefer Rollex to Cartier. 

To be esteemed and accepted in such circles can hardly be of interest 
in the long run to concerns marketing prestiige products. Dupont-boss 
Andire Doucet wrote in the album of his expansion-orientated colleague, 

"U'e manufacturers of luxury products must always fight against our Enemy 
Nr. 1, the loss of image" (see also Appendix). Topmanager Greener of 
the House of Dunhill says the following "completely free of values". 

For him, the Cartier image can be classified, "feminine, nouveau-riche, 
and shimmering". 

Inevitable result: the Cartier self-confident claimi, : "We represent good 
taste, elegance, technical and easthetic refinement" loses weight., 

Tr.e propogated "whiff of exlusivity" is accompanied by a whiff of chichi. 

Nathalie, responsible for takiing' care of the Cartier image,, merely shrugs: 
her shoulders when she hears this criticism, "Chichi does not damage 
our business". Nevertheless, the Cartier canvassers ABC in Paris together 
with national agencies such as TBWA are secretly preparing a large 
image campaign aimed at, steering away from the Glamour-Look, "tie have 
concentrated too long on product- rather than image-advertising", states 
the new boss in Germany Jean Paul Narcy. 

A basic part of the campaiing 1 aimed at the consumer should be to convince 
the target group that Cartier products are worth their price. Cartier, 
just as the whole field, must reckon that a growing, number of consumers 
are no longer willing to pay astronomical prices for brand and mythos. 
Cartier felt this trend during 1 the period when' the gold price rose to 
gujdy heights. The high material costs could not be turned over completely 
and suppressed the yield. Cartier, with annual gold purchases to the 
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value of 70'milllion dollars (last available figures), stands second only 
to Rolex as the largest Jewell ry goldl buyer in the world,, and was hit 
particularly by the price explosion. 

Perriin: is already asking himself whether the expensive noble metal can. 
play the same role in the future as it does today, or whether other 
materials might not be used in the production of! Cartier articles. 

"We must become more independent from gold and jewels". He will, 
therefore, refine and continue the 1 es-f'.ust-strategy , but at the 
same time consider new, materials, forms and functions. 

The type of sketch book once devised by Louis Cartier has not yet been 
re-created. Nevertheless, Perrin united with Nathalie is not afraid 
of the future: "Creativity is our best capital". 


/ 

v 
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APPENDIX TD ART ICLE n V;E PLAYED TOjOPCHr 1 - Mr,’AGER f"AGAZ-1K/DECEf'.DCUS 1 981! 


The continuous battle agaiinst the shrinking image::. Ten points concerning 
prestiige goods made by - S.T.-Dupont-boss. Andre Doncet (59). 


1. In the case of most brand article their creator disappears; behind the brand 
name as time goes by. This, is not the case with prestige goods. In this case 
the name of their creator remains, a continuous part of the brand image - 
whether Dupont, Dunihiill, Cartier or Charnel. 

2. All true prestige brands are international. Although only a few individuals 
possess such products themselves - for example a Rolls Royce - everbody has 
heard 1 of them. 

( 3. Prestige brands are manufactured as items for everyday use, but they fall 

intoia particulr category and are automatically considered to be of high 
quality. 

4. Included in the high price which the customer is prepared to pay is not only 

the worth of the product itself, but also the additional! worth of the brand 
image. ~ “ ’ 

5. The capacity of a prestige brand iis limited by the brand image and 1 pro duct s 
to which it can be applied. 

6. Prestige brands fight continuously against Enemy No. II,, the loss of im age. 

The popularization of the products is the tribute for thei r Tuccoss~^ 

7. Prestige articles must constantly be re-newed, but at the same time the previous 
pr oducts must not be disqualified then as being old-fashioned. For 1 uxur ymust 
also mean stabilit y. In other words: a change in the continuity is necessary’. 

.. 3. Since prestige articles are aimed at desires and wishes there iis no 1 limit - 

just as there is no limit to dreams and ideas - to_J:he sales possibiilftes. 

9. Particuilarcane is required if a brand name, which was previously used for one; 
product, is then to be used for a whole range of items. A diversification can., 
due to the image of the brand aind the sales network, only be carried out 
in those product areas where the customer circle then recognises andi accepts 
the special ability and competence of the concern. 

10. The aim iis to increase ^he worth of the brand more and more by Introducing, 
products which can bring success. Product diversification can only be successful 
when a sales organisation iis able to develop an individual diversification 
Strategy for each exporting country , but combined with an overall marketing, 
concept. 
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